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2015-452770 MARC
The Challenger customer: selling to the hidden influencer who
can multiply your results, by Brent Adamson et al. Portfolio, 2015.
268p index ISBN 9781591848158 cloth, $28.95; ISBN 9780698406186
ebook, contact publisher for price
In the world of business-to-business selling, the customer you
want isn’t a customer at all; it’s a committee, typically made up of 5.4
persons—each with her own buying preferences. Getting this group to
agree on a purchase can be challenging, to say the least, as reflected in
this book. It calls for a new way of selling. Salespeople, the authors say,
need to identify individual stakeholders’ interests and build consensus
among them, “climbing from the ‘me’ to ‘we’ mountain.” Accomplishing
this means finding an ally in the group, or the “challenger customer,”
with the power to influence the others on your behalf. To make
this happen, salespeople must do more than sell. They must teach
customers “something new and compelling about their business” and
“provide a compelling reason to take action.” The book offers strategies
for connecting with “mobilizers” who get things done, developing
solutions to problems, and creating lightbulb moments of insight
that show customers why it’s in their best interests to buy. Summing
Up: HH Recommended. Upper-division undergraduates through
professionals.—P. G. Kishel, Cypress College

cc 53-5303
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Gage, Randy. Mad genius: a manifesto for entrepreneurs. Perigee, 2016. 223 pages ISBN 9780399175565 cloth, $24.00; ISBN
9780698198654 ebook, $12.99
Gage is a prolific author best known for Risky Is the New Safe
(2012). This newest publication is written in a personal narrative
style and includes a few swear words. The book is “a manifesto about
ideas. Big ideas, small ideas, and outlandish ideas. Ideas that innovate,
ideas that disrupt markets, and especially ideas that irritate.” The
book is organized in three sections. The first urges readers to focus
on critical thinking and not tactics, and it suggests focusing on the
desired outcome, the target market, and the benefits to the target
group. The second section addresses disruptive technologies. The
third warns about “habitual thinking,” encourages problem solving,
and challenges readers to look for obvious opportunities. To Gage, the
opposite of success is not failure but mediocrity. He believes failure is
necessary because it allows entrepreneurs to learn, modify, and develop
character. This insightful book challenges readers to think outside the
box. Summing Up: HH Recommended. Lower- and upper-division
undergraduates.—L. Camacho, Brigham Young University
cc 53-5304
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MARC
Hilligsøe, Søren. Why doesn’t he use a spoon?: a guide to international business negotiation, by Søren Hilligsøe and Richard Pooley.
Hans Reitzels Forlag, 2016. 230p bibl index ISBN 9788741257501
pbk, $53.99
Hilligsøe and Pooley offer advice on international negotiations
based on their combined experience of 35 years negotiating in more
than 30 countries. Though they encourage principled negotiation, they
emphasize getting the best possible deal for your side while making the
other side feel as though it got a good deal. Peppered with personal
and fictional examples, the first half reiterates well-known principles of
negotiation, and the second half addresses specific topics such as dealing
with cultural difference, knowing your own style, negotiating as a team,
and making and taking gifts. The informal conversational style makes for
1818

easy reading but lacks the specificity that would aid readers in applying
the concepts to their particular negotiations (i.e., the book includes
general principles about important cultural concepts, such as differing
notions of time, communication, relationships, and truth, but does not
clearly address which countries hold which values, making it difficult for
readers to usefully apply the concepts). The book is an interesting, but
not essential, addition to the plethora of international negotiation books
currently available. Summing Up: HH Recommended. Lower-division
undergraduates through faculty.—L. B. Jabs, Seattle Pacific University
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Hubbard, Timothy P. Auctions, by Timothy P. Hubbard and Harry J.
Paarsch. MIT, 2016. 247p bibl index afp ISBN 9780262528535 cloth,
$15.95; ISBN 9780262334716 ebook, $11.95
Hubbard (Colby College) and Paarsch (Univ. of Central Florida)
have created a concise overview of auctions for the MIT Press “Essential
Knowledge” series. The information is wide-ranging, useful, and very
interesting. For instance: “the Roman Empire was once sold at auction.”
The framing as auctions of such processes as the order of links in Google
makes them more salient for readers than they would otherwise be. The
Internet-based world uses auctions to sell insights from Facebook profiles
or browsing histories to online businesses interested in garnering high
prices from advertisers. The book endeavors to provide an understanding
of how auctions really work. The common auction formats, pricing rules,
and important properties of auction outcomes are discussed. Various
alternative auction rules and their different modeling assumptions are
explained. Among useful topics are when to use auctions and why,
auctions as games, and eBay’s pricing rules. A glossary at the end aids
reading, as does a one-page list of 12 more advanced and technical
recommended sources. Summing Up: HHH Highly recommended.
Lower-division undergraduates through faculty.—C. Wankel, St. John’s
University, New York
53-5306
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MARC
International perspectives on business innovation and disruption in the music industry, ed. by Patrik Wikström and Robert DeFillippi. E. Elgar, 2016. 233p bibl index ISBN 9781783478149 cloth,
$120.00; ISBN 9781783478156 ebook, contact publisher for price
This essay collection is organized into three topics: a macro view of
the changes in the music industry in recent decades, the new business
models that have emerged, and the impact on consumers and artists of the
shift to streaming music as the dominant way it is consumed. In part 1,
the shift to entrepreneurship as a result of digital technology is examined
in four essays. In part 2, new models are analyzed in a global context.
Part 3 focuses on the issues of how to distribute income among industry
actors in the future. Since the rise of digital sharing software such as
Napster at the turn of the 21st century, many have claimed the music
industry was in decline or would even disappear. These dire predictions
have not materialized. Instead, innovation by both newcomers to the
industry and the giants who have been around for over a century has
revolutionized the way in which people consume music. An excellent
collection of essays about the evolution of a rapidly changing industry.
Summing Up: HH Recommended. Upper-division undergraduates
through faculty.—R. J. Phillips, Colorado State University
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Lewis, Mervyn K. Understanding Ponzi schemes: can better financial regulation prevent investors from being defrauded? E. Elgar,
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